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H
ere at UN
_FO
LD
, w
e are passionate about 
print and w
e love paper! W
e have crafted 
this m
agazine to be m
uch m
ore than just a 
collection of words and im
ages – we have 
painstakingly sam
pled paper stocks and 
w
eights, and deliberated over typefaces and 
print finishes. A
fter all, we think UN
_FO
LD
 
should be som
ething special rather than 
ordinary. W
e have no interest in creating 
throw
-aw
ay m
edia. W
e w
ant to m
ake this 
m
agazine feel treasured, ending its days on 
your bookshelf or lying on your coffee table 
for m
onths on end. So its tim
e to put dow
n 
your tablet and read on... 
Paul Owen 
Creative Director & Editor in Chief
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O
ver the last few
 years, or if you’re old 
enough to rem
em
ber, probably m
ore like 
the last couple of decades, you w
ill have 
heard m
any reports about the ‘death of 
print’. The printed m
agazine as we all know 
it has changed. G
one are the days of cult 
m
agazines such as The Face, A
rena and 
Sleazenation, now
 a new
 breed of m
agazines 
has been born. Take a stroll down to your 
nearest newsstand and you will find an 
abundance of independent, original, w
ell 
thought-out and beautifully designed printed 
publications for all kinds of niche m
arkets. 
Considering we are living in the digital age, 
this recent explosion of new
 titles seem
s 
unlikely. Perhaps the reports of the ‘death 
of print’ are an exaggeration of the truth. 
Let m
e draw
 your attention to the 2013 
M
edia Consum
er Survey ‘Love in a cold 
clim
ate’, com
m
issioned by D
eloitte. H
ere 
seventy-five per cent of respondents said 
that print w
as their preferred form
at and that 
D
igital Tablets did not feature as a favoured 
consum
ption device for m
agazine content, 
despite their penetration grow
ing to a third 
of households in that year. Indeed, w
ith the 
continued rise of tablet devices, this figure 
could w
ell be out of date already by the tim
e 
w
e go to press. 
The idea of the perm
anence of print, 
particularly for the generation w
ho have 
grow
n up in this digital age, is som
ething 
exciting. To see a person engrossed in a 
publication is a very positive experience 
com
pared to seeing som
eone draw
n into 
the bright screen of an iPad. The pleasure 
of having a physical publication that you 
can ‘own’ – in this case with UN
_FO
LD
, 
w
here our students have researched, w
ritten, 
photographed, designed, styled and edited 
the content as bonafide contributers – is 
pow
erful. N
othing can change that. It’s 
perm
anent. That’s why I am
 hopeful that 
print w
ill live on.
